Global Markets and Development Policies in Large-Scale Retailers
In the last decade, large-scale retail markets, particularly those in countries most affected by the recent economic crisis, have been characterised by intense competition, volatile demand, fluctuating consumption, increasing of corporate promotional pressure, and reduction of first-level trade margins. The discontinuity, complexity, and instability of the global market has forced large-scale retailers to reconsider their development policies with regard to resource waste, temporarymarket opportunities and customer satisfaction while at the same time reconciling all the different stakeholders' interests to improve or maintain their competitiveness. In particular, retailers competing in today's global market have originated from different backgrounds and have developed in different way and at different time in relation to changes taking place in the retail distribution sector in each specific geographical area. Indeed, the birth of modern retail distribution occurred first in the US during the interwar period. In particular, in 1930, in the wake of the economic crisis of 1929, Michal Cullen opened the first self-service supermarket. A few years later, fifteen King Kullen stores were opened to the public, thereby becoming the first supermarket chain in the US, characterised by low prices and reduced profit margins, but capable of generating higher sales volumes than ever before. In Europe, the gradual transition from traditional sales forms to modern distribution took place in the UK after the Second World Warfor instance, in 1950, Sainsbury's managed to convert one of its stores located in Nevertheless, the development of Italian large-scale retailers, albeit of a modest entity and with some delay, has followed the same path as other European and global goods distributors. In particular, when we consider the main development policies implemented by large-scale retailers over time (Figure 1 ), we can find common features with reference to points of sale, format, and reference market, hence, the selection of specific product/market combinations. Specifically, we define product as the commercial service or the store which is made up of a "set of features" such as its assortment, access services, and pre-, during-, and post-sale services. Indeed, each specific feature combination gives rise to different distributive form (i.e. format, such as supermarkets, superstores, discount stores, etc.). Furthermore, we define market as "commodity sector or market segment" when the company expands its business in geographical areas where it is already physically present. Alternatively, we define market as "spatial market" when the company develops new stores in geographical areas where it was not previously present. In this case new stores may contemplate modifications with reference to commodity sector or market segment. We can then sum up the main basic common development policies activated by large-scale retailers as follows:
1. Development with same format and same commodity sector or market segment. In this case, business growth is achieved thanks to an increase in sales per customers (average receipt amount) or in purchase frequency. This strategic direction is characterised by effective retailing mix management (i.e. assortment, private label, communication/advertising, merchandising, and price). 2. Development with same format and new commodity sector or market segment. In this case, the growth process consists in changing the retailer's segment market without altering its retail format or commercial service. Thus, development is often associated with changes in the product range (e.g. from women's to men's clothing). 3. Retail format innovation with same reference commodity sector or market segment, that is to say developing a new format by modifying slightly some of its basic services and features (e.g. conversion of a traditional grocery store into a minimarket, which offers a different product and service range while maintaining the same commodity sector or market segment). 4. Retail format innovation with new commodity sector or market segment. In this case, business development is pursued by changing the reference commodity sector as well as the customer service and the retail format, e.g. changing a medium size specialised store selling children's toys into a larger size specialised store selling adults' apparel. 5. The four above-mentioned development options represent a process of change and adaptation of the company, which usually does not lead to company's size growth (e.g. opening of new retail shops), because the innovation process itself takes place in existing stores. In contrast, the four development options described below, which rely on the opening of new stores, result in company's size growth. This, in turn, can lead to cost advantages thanks to the achievement of significant economies of scale, scope, and sharing: 6. Store network expansion with same format and same geographical location.
This occurs when a company operates in geographical areas with a high potential demand, not yet exploited. Thus, the company's market share and competitiveness can be improved by just opening new retail stores with same services and formats as the existing ones, in the same geographical area. 7. Store network expansion with same format and new geographical location.
The company growth occurs thanks to the opening of new stores in new markets keeping the same format used in other geographical areas. Development occurs thanks to the fulfilment of consumer demands in different geographical locations, combined with the benefits brought by dimensional economies. 8. Store network expansion with new format and same geographical location. It involves the development of new business activities by combining existing stores with new stores, in terms of product range and services, offering for example complementary products to exploit sales and geographical location synergies. 9. Store network expansion with new formats and new geographical location. It consists in the opening of stores with new retail formats in new geographical areas. It is a diversified development often obtained thanks to the creation of competitive and strategic alliances and the use of advanced management skills.
Global Markets, Growth Constraints, and Development Policies in LargeScale Retailers
Over the last few years, modern large-scale retailers have had to counteract the emergence of new growth constraints by devising new business development policies particularly focused on reducing costs, meeting an ever changing consumer demand, and identifying sudden market opportunities, which otherwise would be exploited by competitors.
Some constraints affecting large-scale grocery retailers are as follows: -a progressive market saturation due to the fast-paced development of modern retail in some areas, especially over the last three decades; -a change in consumer demand from the standpoint of quantity (e.g. birth rate reduction in some areas) as well as quality (e.g. demand changes due to age segments or family profiles); -a growing rationality in consumer buying behaviour, which runs up against choice overload, i.e. the exponential increase in options of consumer spending; -a strong emphasis on vertical as well as horizontal competition dynamics, together with a gradual and significant increase in corporate promotional pressure and shelf price deflation resulting in progressive profit margin contraction. In this new scenario, companies have been trying to optimise product, process and organisational innovation in order to become more efficient, effective, and competitive. This optimisation process, common to all large-scale retailers analysed in this study, qualifies the "new development policies" adopted by retailers in recent year:
Improvement of Business Function Efficiency
Retail companies output clearly depends on effective management of business functions, i.e. the series of activities necessary to ensure proper delivery of goods to the stores so that the retailers can offer a commercial service characterised by a unique set of features. Besides the main functions of transport, storage, assortment, and communication, retailers have to manage many other functions related to different services (e.g. pre-, during-, and post-sale), which constitute the backbone of their product portfolio.
In today's scenario, large-scale retailers have to operate according to the principles of timeliness, specialisation, and high volumes, in order to achieve dimensional economies, reduce costs, and improve the efficiency of their business functions.
In this regard, large-scale retailers often form partnerships and alliances (mergers and acquisitions, joint venture, franchising, etc.) (Tables 3, 4) and employ new technologies to carry out their activities.
Indeed, procurement, storage, transport or other activities are often managed together with several partners (e.g. competitors, suppliers, etc.), specialised and/or with the necessary expertise to operate and quickly gain a competitive advantage in specific geographical locations. For instance, with regard to procurement, the majority of retailers join buying groups where they can pool their buying power in order to negotiate better prices and payment terms with suppliers (Table 4) . Stores -years 2014 Stores -years , 2013 Stores -years , 2012 Source: Walmart Annual Report, 2012 Report, , 2013 Report, , 2014 ; ASDA, Our business @ Asda, October 7, 2013; Carrefour, Annual Activity and Responsible Commitment Report 2012 Kroger, The Kroger Co. Fact Book, 2012 Stores -years 2014 Stores -years , 2013 Stores -years , 2012 Birth and Some Alliances
Coop
Year 2014 Consumatori, 2012; Conad, Annual Report, 2015 Selex, Bilancio Sociale, 2014 Also new technologies are managed jointly (i.e. with manufacturers and/or other retailers) to increase both quality and value of business services. In fact, as far as logistics functions are concerned (e.g. transport, storage, maintenance, etc.), the use of technologies and common standards as well as the establishment of communication infrastructures (e.g. EDI and EAN) has not only improved product physical flows, but has also made possible a greater integration and coordination between different distribution channels and all the partners involved in this process.
For example, technologies managed in a shared perspective has allowed retailers to efficiently organise product flows through a number of logistics procedures such as cross-docking, multi-drop, multi-pick, and multi-drop/multi-pick combination.
Specifically, by cross-docking we mean a logistic solution relying on a distribution docking terminal with two sides, one inbound and the other one outbound, where products from different manufacturers or suppliers are unloaded from inbound trucks and loaded directly into outbound trucks to be delivered to distribution centers or retail stores with little or no storage time involved 3 . Instead, multi-drop transport does not require a docking terminal because a manufacturer simply groups together orders made by multiple retailers, which will then be delivered by the same means of transport to stores located in the same geographical area. Likewise, multi-pick transport does not require the presence of a docking terminal since it involves picking up products from multiple manufacturers in neighboring areas and transporting them to a single point of delivery. A more recent evolution of these transport modes is the multi-drop/multi-pick combination, which sets up full truckloads of products coming from various manufacturers before shipping them to a number of retailers. Thanks to the use of technologies and consequently vehicle load capacity saturation, supply chain synchronisation, and redundancy of docking terminals, this logistic solution can reduce significantly distribution costs.
Many large-scale retailers have also implemented methodologies such as CRP, CPFR, and OSA 4 to limit supply chain costs and improve the efficiency of business activities. Others have adopted radio-frequency identification technologies (RFID). Finally, other examples of cutting-edge methodologies employed by large-scale retailers to improve business function management, particularly with regard to procurement, include: e-procurement, e-sourcing, and reverse action, all activities involving web-based supply chain management through digital platforms (emarket) to simplify interaction between companies.
Product/Service Range Restructuring and Adjustment of the Retailing Mix
The current global economic crisis has deeply changed consumer consumption and buying behaviors. Diminished household incomes, decreased purchase frequency, reduction of purchased quantities along with increasingly careful selection of products and postponement of non-essential purchases are all typical factors qualifying today's consumer purchasing patterns. Consequently, consumers strive to select points of sale in relation to product-price-service advantages offered by a retailer at any given time. Indeed, the centerpiece of a retailer's offer is represented by its product range, which is complemented and enhanced, especially at the moment of purchase, by a number of other related services such as pre-sale, access, post-sale, and during-sale services. Thus, consumer demand for products and store selection strictly depends on those contingent factors that determine the purchase, such as hierarchy of consumer needs, nature of the products to be purchased, and moments and circumstances of the purchase.
It is therefore essential for large-scale retailers to determine real consumer needs in order to organise their offer accordingly through aggregation and dynamic management of its product range and related services as well as of the various levers of the retailing mix. Thanks to a clever aggregation strategy, which is the result of a carefully planned product portfolio, retailers can showcase their products and services in a temporary and differentiated fashion, which allows them to optimise the availability of certain products/services in stores where a high purchasing volume is expected only at certain times. "A careful consumer buying trend analysis" followed by a clever product display can help retailers optimise parallel and complementary purchases, which will ultimately increase consumer loyalty and favor future sales. In this regard, large-scale retailers, together with manufacturers, have heavily invested in the development of technologically advanced systems of classic and shared CRM 5 . Thanks to these systems, companies can share information about consumer buying behaviors not only at the single category level, but also at the cross-category level, which, in turn, will foster longlasting consumer relationships.
The development of cashiers' OCR systems as well as fidelity cards and/or coalition cards has allowed retailers to manage a high volume of detailed information on their customers. This information is then analysed together with other data obtained through classical methods (e.g. ads, interviews, marketing research, etc.) and, most importantly, through an array of cutting-edge tools and techniques. These innovative tools and techniques are deemed essential for offer restructuring because they not only enable companies to collect information on consumers in each specific store so that they can meet consumer needs by offering customised products, but also allow retailers to discover unmet consumer needs, which otherwise would pass unnoticed.
Such array of tools and techniques constitutes an important part of the in-store communication management system, which includes the following: -Promotion and customised discounts: promotional operations such as discounts, which are usually reserved to fidelity card owners; they can be applied to a number of products chosen by consumers while shopping (e.g. 20 stickers give right to a discount of 30%). On the one hand, only the consumer decides which product to discount. On the other hand, the retailer can customise future product promotions through purchase choice analysis; -electronic couponing: customised coupons that promote specific products/brands easily obtainable by consumers with receipts of purchase. In turn, coupon-use analysis allows companies to examine price/product choices of a specific market segment or customer; -electronic kiosks: special tactile devices located in specific store areas providing information on products/brands. In addition, these devices can issue orders, print coupons for special offers, and sometimes "create" tailor-made products by grouping products or spare parts available at the store. Upon collecting such valuable information on consumer needs, retailers can develop new value propositions; -Personal Shopping Assistant (PSA) and in-store self-scanning: small tablets clipped to shopping carts that can be used by consumers as a "guide" while shopping. The PSA can recommend guided tours in the retail store, drawing attention to products and special offers within the store area the customer is visiting. In-store self-scanning is achieved through a portable scanner that can read bar codes of the products chosen by the consumer. Such technology provides a running total of the shopping and enables consumers to save their list of purchases while retailers can provide consumers with details of store products, brands, and promotions. In general, all of the above-mentioned technologies allow retailers to better understand consumer buying behaviors with regard to those products that have been either included or excluded from a purchase list; -virtual fitting rooms: they are big monitors in non-food store areas, which enable shoppers to virtually try clothes on. This way, shoppers can visualise how a piece of clothing might look on them by looking at virtual screenshots taken from different angles. There are many kinds of virtual fitting rooms and all of them allow consumers to ask for details, matches, and suggestions on products (e.g. colors, sizes, price alternatives, store availability, delivery time in case of out-of-stock, etc.). Also in this case, the analysis of queries represents a valuable source of information on consumer preferences. A careful interpretation of consumers buying habits and trends then allows retailers to manage efficiently their product/service range, often renewed by mixing together leader, follower, domestic, and local brands (with corresponding price variations) as well as commercial services and private labels (Tables 5, 6 ). 
Carrefour
Carrefour offers a wide range of private label products; some of these are common to several countries; other private label products are offered only in certain geographical areas. The assortment of private label is often subject to innovation to meet the needs of variously localised consumers.
In Kroger is the fifth-largest pharmacy operator in the United States in number of locations, operating retail pharmacies in 2,111 food stores; Kroger pharmacists filled almost 175 million prescriptions at a retail value of approximately $9.0 billion (Kroger, The Kroger Co. Fact Book, 2014) . Kroger pharmaceutical and health services include: vaccinations, medication therapy management, and a variety of health screenings. In addition, many of pharmacies offer more intensive education and management programs such as diabetes and heart healthy coaching, diabetes selfmanagement education, fitness, nutrition and weight management, and smoking cessation. Kroger offer also The Little Clinic (148 Clinics) that operates in nine states under the Kroger, King Soopers, Fry's and JayC banners (Kroger, The Kroger Co. Fact Book, 2014) . As for the supply of fuel, Kroger typical supermarket fuel center consists of three to nine multi-product dispensers, and an 8' x 12' kiosk from which cigarettes, soft drinks, snacks, candy and miscellaneous automotive-related products are sold. At year-end 2014, Kroger's retail fuel operations included 1,330 supermarket fuel centers in 31 states and 723 convenience stores that sell fuel.
Source: Walmart Annual Report, 2012 Report, , 2013 Report, , 2014 ; ASDA, Our business @ Asda, October 7, 2013; Carrefour Annual Activity and Responsible Commitment Report, 2012 Kroger, The Kroger Co. Fact Book, 2012 
Conad
Its private label is vital to the development of Conad's sales network and brand loyalty. In 2014, Conad's sale volumes grew by 3.9% over the previous year, generating revenues of 2.55 billion euros. This excellent performance was also due to the launch of the campaign "Low & Fixed", which offered hundreds of products at affordable and fixed prices throughout the year. Conad private label offers a wide range of products Conad has been able to diversify its traditional core products thanks to the offer of a wide range of services/products such as optical services, fuel supply and pharmaceutical products/services. In 2014, 16 new optical corners, named Ottico Conad, were opened in supermarkets and hypermarkets in various Italian regions offering an assortment of over 800 optical frames and sunglasses along with opticians that could provide professional advice. As for fuel supply, since the first Conad gas station opened in 2005, the fuel offer has divided into five brands constantly innovated to meet the ever-changing consumer needs, and consists of a total of 2,949 items divided as follows: 2,101 Conad, 500 Conad Percorso Qualità, 53 Conad Il Biologico, 245 Sapori & Dintorni Conad, 50 Creazioni d'Italia (Conad, Annual Report, 2014) . grown steadily resulting in the construction of 28 new plants, each of which boasts an average annual throughput of about 8.3 million liters. The number of customers served during the year 2014 amounted to approximately 11 million. Conad fuel distributors have also increased their fuel throughput by 12 percent compared to that generated by all opened plants until 2013. Lastly, as of year 2014, Conad parapharmacies amount to 82 and are located in Conad's main hypermarkets, superstores and supermarkets. Their product range consists of about 5,000 products, of which more than 500 are over-the-counter (OTC) drugs, not subject to medical prescription. The product range includes also a variety of homeopathic and veterinary drugs, subject or not to medical prescription, thousands of products for personal hygiene, and a wide selection of food supplements and natural remedies for the needs of the whole family. The turnover of Conad pharmaceutical sector is of about 45 million euros, with the pharmaceuticals accounting for 30% percent of total revenues (Conad, Annual Report, 2014).
Selex
Private label products amount to more than 5,000 items grouped under the following brands: Selex (3,000 items distributed among the following specialised product lines: Natura Chiama Selex, Vivi Bene Selex, Vivi Bene Selex Senza Glutine, Primi Anni Selex, and Saper di Sapori), Sù and Vanto (600 items), Vale (more than 1,100 items distributed among the following specialised product lines: Vale Natura in Tavola di Filiera Controllata, Vale Le Specialità, Vale Natura in Tavola Bio), and other brands such as Prodotto Risparmio, Atmosfera & Benessere, Le Vie dell'Uva, Le Bontà del Pasticciere, Storie di Gastronomia, and, CasaxCasa (Selex Gruppo Commerciale, 2014).
The Selex Group offers several services/products unrelated to the core business of its various associated enterprises. However, a detailed list of these additional services/products is not easy to make as many of the associated companies develop a specific offer and, as already mentioned above, the group has a multi-store brand policy. These brands are as follows: Famila, A&O, C+C, Galassia, Emisfero, Bigstore, Alì Supermercati, EMI, Supermercati Dock, Superconti, Sì Con Te, Mercatò Superstore, Maxisconto Supermercati, Pan, Futura, Elite, Superdì, Pick Up, Urrà Discount, Dpiù, harDis, l'abbondanza, Ok Market. The new entry "Il Gigante" has allowed the Group to expand the number of its services by offering fuel at competitive prices.
Source: Coop, Undicesimo Rapporto Sociale Nazionale della Cooperazione di Consumatori, 2014; Conad, Annual Report, 2014; Selex, Bilancio Sociale, 2014. In particular, careful management of private label policies seems to represent a critical aspect of retail-growth policies. Indeed, over the last few years, retailers have been investing heavily in the structural strengthening of their core and noncore (e.g. fuel and pharmaceutical sales) (Riboldazzi, 2010) private label products (Tables 5, 6 ). In today's market, private labels are used by companies to gain a competitive advantage over the competition as they can enhance the retailer's negotiation power with suppliers, promote diversification, and strengthen both brand image and customer loyalty, thereby improving the profitability and competitive position of the company.
In this regard, the majority of large-scale retailers offers a deep assortment of private label products often subject to market-driven innovation (Brondoni, 2009; Brondoni, Corniani, Riboldazzi, 2013) characterised by different price positioning (from premium to low price) to meet the needs of different types of consumers and/or different types of needs coming from the same market segment.
Reconfiguration of Retail Format Portfolio and Multi-Channel Policies
Large-scale retailers generally manage different retail formats (e.g. supermarkets, hypermarkets, specialty stores, etc.) according to the place where they operate in order to maintain a balance between corporate growth and profitability of the asset portfolio (Tables 7, 8) .
In recent years, a number of factors 8 have led many large-scale retailers to reconfigure their formats and distribution channels to support sales.
Specifically, we can observe a general propensity to reduce the number of format managed with investments in high-profitability formats; in particular, we can observe the development of convenience stores and/or discount stores and the reduction of openings and reconfiguration of hypermarkets.
Convenience stores are generally characterised by urban localisation, limited sales areas, extended opening hours, limited food or drink assortment generally destined to household consumption. Indeed, this format aims at meeting mainly marginal and integrative consumer needs as opposed to those met by other grocery store formats; hence, convenience stores represent a reference point for unexpected and first-necessity purchases, which complement the sales made in larger grocery stores. In many cases, large-scale retailers have also opened "high quality" convenience stores, which can generate high-profit margins by selling private label premium assortments. Likewise, discount stores have recently managed to successfully increase business growth by opening new points of sale positioned in the medium/low price range. In contrast, when we look at the business performance of hypermarkets, we can only observe a gradual but significant decrease in both sales and growth levels. To counteract this negative trend, a number of large-scale retailers have renewed their hypermarkets to meet "high quality" and complementary demands with respect to those met by other sale formats. Particularly, many hypermarkets have renewed their offer by including high valueadded services (e.g. increased number of checkout counters, self-service checkout counters, technological stations and food areas, etc.) and by rationalizing assortment aggregation. In order to maintain a balance between development and profitability, many large-scale retailers have also invested in the development of special formats and distribution channels able to satisfy growing levels of demand (Tables 7, 8) ; they are for example online channels, virtual supermarkets and sustainable supermarkets. Walmart is heavily investing to gain market share with respect to e-commerce. The company's objectives are: provide more personalised and relevant shopping options; offer a broad product assortment; provide the best possible shopping experience online; and deliver merchandise at the lowest possible cost to customers when and where they want it. (Walmart, Annual Report, 2013) In the U.S., the assortment of walmart.com consists of more than 5 million SKUs and convenient delivery options to customers home or through Site to Store. Walmart develops their activity on internet also in others countries than U.S. For example, in Brazil, after a threefold increase in site traffic, walmart.com consistently ranks as the first or second most visited retail site. In China, Walmart has invested in Yihaodian's new, a more intuitive mobile app that helped expand mobile transactions eightfold in one year. (Walmart, Annual Report, 2014) .
Carrefour
Carrefour manages Carrofour continues to develop e-commerce and m-commerce solutions to enable its customers to shop anytime and anywhere, from a laptop computer, a tablet or a smartphone (Carrefour, Annual Report, 2013) . Customers can shop online and have their order delivered, or collect it at the store or at a drive pick-up point. In France, the company offers grocery collection at nearly 440 drive pick-up points, most of them in stores so that customers can make additional purchases if need be. Italian and Belgian customers can also use this service at certain stores. (Carrefour Annual Report, 2014 Kroger invests in digital and omnichannel, developing their websites, mobile applications, using digital channel to communicate with customers etc. For example, the company develops Express Lane; this service is available at over 160 Harris Teeter® stores, providing customers with online ordering and the convenience of picking up orders at their local store. Customers can shop online and schedule pick-up in as little as 4 hours after submitting an order (Kroger, The Kroger Co. Fact Book, 2014) . Finally, in 2014 Kroger expanded its digital capabilities by merging with Vitacost.com, a leading online retailer of healthy living products (Kroger, The Kroger Co. Fact Book, 2014) .
Source : Walmart Annual Report, 2013 Carrefour Annual Activity and Responsible Commitment Report, 2013, 2014; Kroger, The Kroger Co. Fact Book, 2014. An example of innovative store developed by Coop is the Future Food District, a format that addresses food-related issues while keeping an eye on sustainability and technology. In this regard, Coop participated in Expo Milano 2015 as the official Food Distribution Premium Partner, contributing to the creation of the Future Food District. This latter comprised of a 2,500 square-meter supermarketwith an adjacent public square dedicated to leisure time, events, and catering -which combined the characteristics of local markets with the features and functionality of modern stores thanks to the most advanced digital solutions. In the store, food products were displayed in 5 different sectors, each of one dedicated to a specific supply chain (i.e. fruit and vegetables and wine; dairy products; cereals and beer; meat and fish; and tea, coffee, and cocoa). Within each sector, then, the products were arranged according to their level of processing: from raw materials to progressively processed and transformed products. The product range, amounting to approximately 1,400 products, was chosen to capitalise on the Italian agro-industrial heritage and to this end was laid out on a stepped display stand and arranged according to the relative supply chain using horizontal tables and interactive vertical racks. In addition, food products (i.e. 700 Coop products and 700 products from other 90 suppliers) were tagged with augmented labels, which allowed consumers to find out more about a product. This additional information included the primary characteristics of each individual item, the origin of the main raw materials used to create that product, the nutritional data per serving, the environmental impact expressed in CO2 equivalents, the possible presence of allergenic ingredients, and, finally, the product benefits. In addition, Future Food District envisioned scenarios about our eating habits in the distant future. In particular, in two corners inside the store, solutions and future scenarios related to innovation or development of new or already available process technologies were shown. Among the technologies available at the store there were interactive tables, touch screen, second screen, and some noteworthy cutting-edge technologies such as eBacone and YuMi, a robot able to interact with people (Coop, Undicesimo Rapporto Sociale Nazionale della Cooperazione di Consumatori, 2014 An example of an innovative store format by Selex is represented by its various eco-friendly stores. In particular, the stores of Piazzola sul Brenta and Terranegra (Padova), Camponogara and Cavarzere (Venice), were built according to criteria based on the concept of sustainability; the stores are indeed equipped with photovoltaic systems for the production of clean energy -in 2013, they generated 295,000 kWh of clean energy -which resulted in a significant reduction in CO2 emissions -in 2013, a total of 136,288 kg of CO2, equivalent to 56 tons of oil, did not enter the atmosphere -as well as of refrigerators capable of ensuring optimum refrigeration but reduced energy consumption.
Source: Coop, Undicesimo Rapporto Sociale Nazionale della Cooperazione di Consumatori, 2014; Conad, Annual Report, 2014; Selex, Bilancio Sociale, 2013 In this regard, the development of internet and web-based technologies has allowed retailers to support their traditional sales with on-line sales, thereby combining the advantages deriving from the availability of sales surface in brickand-mortar stores with those opportunities arising from the lack of temporal and spatial constraints typical of e-commerce. A particular "sales strategy" exploiting web-based technology is the so-called virtual store, which in some countries has been successful in targeting those techsavy consumers with only a limited time for shopping. Specifically, virtual stores are virtual points of sale made up of backlit panels, which display merchandise in public areas (e.g. railway stations, tube stations, and airports) 9 . Every product is generally associated with a QrCode, which, if scanned with a smart phone, provides valuable information on the product and also allow the consumer to directly make the purchase as well as to choose the place and date of delivery. Many companies have developed successful virtual stores thanks to efficient logistic systems often managed in partnership with specialised operators -for example Tesco Home Plus in Korea, the French retailer Carrefour, and the Belgian chain Delhaize.
Finally, in recent years, large-scale retailers have opened an increasingly larger number of eco-friendly stores to foster sustainable retail development. Indeed, there has been a growing awareness of sustainability and global responsibility (Salvioni, 2003) among large-scale retailers as a way of gaining broad consensus among stakeholders, while ensuring resources necessary for continuous business development. Eco-friendly stores are retail stores built with new techniques and methods able to reduce consumption of natural resources during the whole life cycle of the building. Such stores are built to reduce their environmental impact taking into account the following aspects: use, management, and disposal of water; water consumption; water reutilisation; use of alternative or renewable energy sources; monitoring of building energy performance; use of eco-friendly materials, and so on. Moreover, eco-friendly stores management generally relies on the implementation of business functions (e.g. procurement, transport, etc.) that need to be consistent with environmentally friendly policies specifically concerning assortment management. To this end, sustainable store offer a number of ecofriendly private and non-private label products such as organic products 10 , green products 11 , locally grown products 12 , or unpackaged products 13 , increasingly more present in different categories of large-scale retail assortment. Some companies have also adopted, especially for private label products, green packaging to limit pollution and convey their commitment to environmental protection. Green assortment management is often certified by voluntary certifications such as Ecolabel (CE regulation n. 66/2010), Eco-Management and Audit Scheme (EMAS), and Environmental Product Declaration (EPD).
The three "new development policies" mentioned above are tightly linked and overlap with "basic development policies"; indeed, the adjustment of product/service range and retailing mix, as well as the reconfiguration of retail format portfolio determine changes in commercial functions thereby triggering a circle of business development.
Conclusions
The growing complexity of today's business systems has led to a substantial modification of retailers' development policies. In particular, in recent years, largescale retailers have found ways to overcome the emergence of increasingly severe constraints on retail business development by devising new development trajectories aimed at maintaining or strengthening their competitive positions.
Our analysis of business activities of some of the major global (Walmart, Carrefour, Kroger) and Italian (Coop, Conad, Selex) large-scale retailers reveals how these companies have been able to dynamically implement a synergistic set of basic development policies (see paragraph 1) strictly dependent on opportunities arising from changes in global markets. In particular, when we examine the history of retailing, it appears that large-scale retail business development has always been tightly linked to the extent of innovation in the value chain, which has become increasingly sophisticated as a result of technological progress and changes in both consumer demand and competition taking place in the market where major retailers operate. Thus, in general, growth and development of large-scale retailers goes hand in hand with innovation, which may relate to the following aspects: 1) in-store marketing (e.g. store design, merchandising, communication, technology, etc.); 2) combination of services offered in existing channels; 3) development of a new distribution channel. Obviously, product innovation in retailing cannot be achieved unless all three dimensions of innovation (e.g. product, process, and organisation) are effectively pursued.
Innovation, in recent years, has also been achieved by retailers thanks to "new development policies", which often complement each other and overlap with basic development policies. These new policies are characterised by: 1) improvement of business function efficiency to contain costs and improve business performance;
2) product/service range restructuring and adjustment of the retailing mix in order to become more efficient and effective when offering a product or service;
3) reconfiguration of the retail format portfolio and multi-channel policies as a way of satisfying consumer needs and improving business performance, all crucial aspects of stakeholder engagement and consensus building, so as to generate through resource availability continuing business development.
